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Abstract 
In an highly competitive global market public authorities encounter difficulties in creating value for their stakeholders. The 
authors introduce the prosumer concept for urban management, by adapting their established prosumer-oriented corporate 
strategies to citizen co-creation degrees. The present article represents a response to the shifting power equilibrium in the market, 
with practical uses for Timisoara’s urban management. With this aim, we have developed a participation ICT interface in order to 
enable, engage and empower citizens to increase the city’s quality of life. 
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1. Introduction 
Our world today has experienced a shift in technology and culture never seen before. The Web 2.0 era laid the 
foundation of a new philosophy, empowering consumers worldwide, permitting users to emerge from uninformed 
shoppers into discerning connoisseurs, from passive consumers to active producer-consumers (Lehdonvirta, 2012). 
Therefore, consumers request attention, authenticity, rapid innovation and a shift in organizational focus based on an 
ongoing conversation. 
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In this complexity of change, an organization faces a tough battle for survival because it cannot provide 
adaptation, improvement or innovation as fast as the market requires it solely based on its internal resources. 
Therefore, the alternative is to harness creative potential by involving external partners in developing solutions 
(Tapscott&Williams, 2008).  Prahalad and Ramaswamy’s (2004) co-creation model envisages a collaboration 
between organizations and their stakeholders in order to develop systems, products or services, reinforcing the idea 
that consumer experience is central to enterprise value creation and innovation. The main stakeholder and the most 
interested external partner of an organization is its consumer (citizen). And as Lewis and Bridger (2001) argued, in 
our information era fewer and fewer products and services are created exclusively by either consumers or producers 
alone, but rather through an intelligent partnership of both. Therefore, the authors propose a new approach oriented 
towards prosumer inclusion in organizational activities, adapted from Izvercianu and Șeran (2012)’s four prosumer-
oriented marketing strategies for innovation. This adaptation for public authorities will enhance policy creation, 
acceptance and adoption faster than ever before, all depending on the public authority’s openness and flexibility. 
The four marketing strategies are wrapped in a new urban management cover, still creating value, still prosumer-
oriented, still necessary for future development and performance. 
The concept of the prosumer dates from the 80s, and was first defined as a person that creates goods, services or 
experiences for his own use or satisfaction (Toffler, 1980). With time, the concept started to develop new meanings, 
Tapscott and Williams (2008) have argued that prosumers are creating value for everyone, not just for their own use 
and they are sharing it globally. The present study offers a personal definition, assessing that prosumers are 
expanding their traditional consumer role, becoming knowledgeable active participants in value creation, creatively 
engaged in organizational activities, with a high impact on brand equity. Prosumers are mainly different from other 
consumers because ‘they want to be personally engaged in co-creating value’ (Ramaswamy & Gouillart, 2010, p.5), 
and all they need is ‘a computer, a network connection, and a bright spark of initiative and creativity to join in the 
economy’ (Tapscott & Williams, 2008). The important aspect we want to emphasize is that their creative 
engagement must be nurtured by the organization of their interest in order for both market actors to benefit from 
their produced value. If adequately motivated, prosumers have the possibility to participate in value creation for 
their own purposes or for the community, as we will see in the following chapter. In either case they provide value 
to the organization, becoming a very important competitive advantage.  
The authors propose four strategies a public authority can develop by profiting from the Web 2.0 revolution. 
These strategies are designed for relevant relationship marketing results. The paper presents a paradigm exclusively 
designed to focus on prosumer strategies, for seizing creative engagement translated into market outcome. It enables 
public authorities to innovate, develop, adapt and differentiate, as we can easily see from the practical application 
developed by the authors for prosumer participation in Timișoara.  
2. Prosumer-oriented Value Co-creation Strategies 
Why involve prosumers? The main reason is represented by their capacity to create value and collaborate. Unlike 
passive citizens who limit their actions to resignedly accepting the decisions which are taken for them, prosumers 
free themselves from this strict role and unleash their creative knowledge by engaging in activities once designed 
exclusively for the public administration’s professional employees. When these new consumers (active citizens) 
write on blogs, review decisions, share their thoughts with the community, and so on, they act as prosumers. Even in 
the real world citizens can become prosumers when they are changing their passive behavior saying their own mind 
(original thinking) regarding something that could be improved or implemented. In all circumstances the public 
authority can benefit from their creativity and local knowledge input, offering its audience a new overly satisfying 
experience.  
Taking into account the basic two factors that define prosumers - engagement and creativity, and the 
characteristics of an open minded organization, the prosumer-oriented strategies are based on three main questions: 
 What is the purpose of the strategy? 
 To what extent do we focus on the prosumer and on the public authority’s objectives? 
 What is the culture of the targeted prosumer? 
By answering these questions, we establish first of all the purpose of the involvement strategy. This refers to 
what does the organization wish to achieve through the respective strategy; it can expect to gather new ideas, 
improve the relationship with its citizens, promote the organizational image or develop new services.  
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Secondly we determine the focus of the public administration, it can be oriented towards accomplishing its own 
objectives by delimiting the strategy to fit its resources or it can put prosumers needs on the first place, empowering 
them and becoming a supplier for their needs. While existing strategies are mainly based on a public 
administration’s perspective with the goal of exploiting citizens for the organization’s benefit, the current concept of 
citizen empowerment emphasizes an iterative learning process on the part of both the organization and the citizen.  
Thirdly, we analyze the subjective culture of the prosumer we want to involve, because citizens desire to shape 
and seek their own experiences whether individually or with others. Their actions are influenced by allocentric 
tendencies - when prioritizing communal goals or idiocentric tendencies - when focusing on personal goals, needs 
and rights (Triandis, 1995). Depending on the action required and the prosumer type, these tendencies have a major 
impact on corporate strategy and on the marketing perspective. 
The four strategies which emerge from the public administration-citizen relationship and the citizen subjective 
culture are the following:  
x Public authority + n Organization for Client,  
x Public authority + n Prosumer,  
x Prosumer + n Public Authorities and  
x Prosumer + n Prosumer by Public authority.  
 
Fig1 is established upon two axes. The public authority - citizen relationship vertical axis measures the 
prosumer’s participation degree in urban policy creation, either with the emphasis on the public authority’s 
objectives (participation) or on prosumer’s needs (collaboration). Here, it can either limit prosumer participation to 
idea provision or empower citizens to become prosumers and take decisions, manifesting a certain control over the 
co-creation process.  
The horizontal axis measures the subjective culture of the targeted citizen, understanding if a certain activity is 
done for self or for others. This dimension is important for the strategy as a whole because an individual who creates 
for himself will trigger different relational marketing results as one who shares everything with his community.  
 
 
Fig. 1 The four proposed prosumer-oriented strategies 
 
The two axes assess four strategies from which only three are prosumer-oriented and one remains at the edge of 
citizen transformation. The first strategy Public authority + n Public authorities for Client that is focused 
exclusively on the public authority’s objectives is not able to transform its citizens into prosumers but with time it 
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can develop new attributes and open up boundaries to climb at the top of the model into a prosumer-oriented 
strategy. In the following we will explain each proposed strategy with its specific requirements, explanation and 
stipulated results. 
 
 2.1 Participation in an urban management environment 
 
Based on a comparative study of the proposed, actually applied and perceived levels of participation of 
theoretical research, (Arnstein, 2000), European level guides for local authorities (Gramberger, 2001) and 
regulations (Council of Europe, 2009) Izvercianu and Branea (2012) developed a participation framework, 
illustrating the proposed levels of involvement, degree of control in each step of the policy development process and 
the effect it can have on citizens as prosumers (Fig2). 
 
 
Fig. 2: Levels of participation in the stages of policy development and effect on participants, prosumers 
 
In implementing such an open approach to policy co-creation resistance is encountered from administrations 
and government agencies due to the loss of control, labour intensity and difficulty in balancing access versus 
security. (Galvin, 1994) Thus the need arises for a shift in the civil servants approach from a command and control 
attitude to one based on connection and collaboration, both internally and externally. (Friedman, 2007) In order to 
facilitate this transition for the authorities and enable the citizens to assume a more involved role, becoming a 
prosumer, the authors  in collaboration with Timisoara’s City Hall developed an Web 2.0 application to be 
implemented in Timisoara city. (Fig.3)  
 
 
Fig. 3 Interface of the application created for the city of Timisoara 
 
This application enables citizens to mark problems or ideas, vote for and comment on the ones marked by 
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others ensuring high levels of interactivity and participation and allowing for creative input. It also promotes a two 
way communication between citizens and authorities, as the latter can respond to individual inputs, mark them as 
resolved or give explanations for not implementing them, as well as marking their own proposals to ensure 
transparancy, responsibility and accountability. (Fig. 4) 
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Fig. 4 Structure of the application created for the city of Timisoara 
 
  Public authority + n Public authorities for Client Strategy  
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It represents the authority’s first response to the growing desire of citizen involvement and consists of constantly 
and continuously informing the citizens of current urban policies, projects, investments, their costs, deadlines and 
importance. It is not a new approach as informing the citizens is a normative requirement. However the manner in 
which it is carried out through the use of Web 2.0 tools is innovative as it allows for increased levels of interactivity 
and transparency. It represents the first level of participation illustrated in Fig. 2, in reality non-participation as the 
citizens are still mainly passive. In the developed application the local authority can mark on the map future projects 
and investments in an easily navigable interface that illustrates them by location and area of interest and marks the 
completed ones. An automated email is sent periodically to the local consulting councils to inform them on the 
status on the investments in their area. 
This represents the first step in transforming the inhabitants in true citizens, prosumers that take part in the 
development of their city. In enables then to participate as informed partners in the next steps, and educated both the 
citizens and the authority of their rights and responsibilities in an environment of accountability.  
 
Public authority + n Prosumer Strategy  
 
This type of strategy marks the arising of the prosumer in the co-creation process. In this case, the public 
authority has the objective of attracting consumers, especially prosumers to its platform and motivating them to 
engage. The crowdsourcing phenomenon best represents this strategy and is illustrated by the consulting stage of 
participation in Fig. 2. It is the first true step towards citizen control as it requires active participation from the 
citizens. In the created application they are able to mark local problems, vote and comment on those marked by 
others using their local knowledge, most of the time more accurate the expert opinion on smaller scale matters. 
However the two entities, local authority and citizens, act independently as there is no collaboration. The activity 
itself requires high levels of involvement and it is a way through which the local public authority raises data from its 
citizens, accessing local knowledge or experts outside its own administrative body. The important thing is that these 
socially-oriented incipient prosumers have the opportunity to connect with others like them, to rate others ideas and 
to achieve some kind of intrinsic or extrinsic reward. Positive word-of-mouth is thereby realized. 
 
Prosumer + n Public authorities Strategy  
 
In the third stage of participation, the authors suggest the “partnership” (illustrated in Fig. 2) as the first true 
prosumer emerging stage in urban environment. The prosumer can be involved creatively and propose projects or 
investment in the interest of the local community. As Holbrook (1999) emphasized, the greater the collaboration, the 
more distinctions between the participants start to disappear and an entirely new type of relationship, based on co-
dependency, begins to emerge. The authority-consumer relationship is changing, and the prosumer finds himself in 
the position of creator, developer and the local authority becomes his provider, his helper. In the application created 
for the city of Timisoara the citizens can post their own proposals, vote for the ones they support and comment. The 
local authority can, within budget, regulation and legal limitations, implement their proposals. Through participation 
and more importantly partnership, the proposals develop over time benefiting from the gained experience, increasing 
their chances for implementation. 
 
Prosumer + n Prosumer by Public authority enablement Strategy  
 
In the urban environment this step is still in the far future as it comprise the last two levels of participation in 
Fig. 2: “delegated power” and “citizen control”, belonging to the category - citizen power. It empowers the citizens 
to not only take part in the co-creation process for urban policies but also in the implementing, monitoring and 
reformulating processes. As this step requires unprecedented levels of openness from the local public authority and 
considerable loss of perceived power its implementation depends on both citizen involvement and authority 
response. As urban products are recognized for their high complexity and difficult to define ownership and the main 
objectives of the local authorities are sustainable development fulfilling impartially and equitably the needs of all 
urban actors this strategy is still one to be aspired to. Through active participation and the use of the created 
application the authors hope to have brought this strategy closer to reality. 
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3. Conclusion 
As this new technology savvy citizen has learned to use and exploit Web 2.0 applications, determining a 
comeback of the participative nature of the Internet, so prosumers have started to arise in a market that craved for 
innovation and dialogue. After three years researching the concept, the authors define the prosumer with the help of 
two differentiation factors - engagement and creativity. Prosumers need to be engaged and to have a certain amount 
of autonomy for a creative output. Public authorities have witnessed these transformations and have tried  to adapt to 
these new rules but because they are not familiar with prosumer characteristics, they do not have a clear strategy for 
their involvement motivation. Therefore, some have succeeded to attract prosumers and involve them in their 
activities, but the majority failed due to their bureaucratic slow reaction to change. The benefits of open innovation 
co-creation in marketing strategy were the first to be seen: a positive image, notoriety in social media, credibility 
and trust. Citizens are susceptible to trust a public authority that encourages collaboration, that looks honest and 
transparent, sharing information that was secured in the past. 
We are focusing more on improvement of the quality of life with prosumer co-creation because our society has 
unlimited development options. Therefore we need to use these new Web 2.0 tools and marketing ideas of prosumer 
value co-creation for original outcomes due to the fact that this revolutionary concept is considered to have 
important creative characteristics for organizational value (Tapscott & Williams, 2008; Ritzer &Jurgenson, 2010). 
The present paper proposes basic guidelines for prosumer-oriented strategies. Managers can use our framework 
to see where they can place their current communication strategy and design new participation strategies. By 
answering some simple questions they can choose the appropriate position in the strategy.  
The purpose of this theoretical approach is to broader the research on prosumer involvement possibilities and 
discover the creative and innovative potential of these new type of citizens. In this changing environment with 
technology shifts and global communications, a major strategic step for public administrations is to rethink their 
relationship with their citizens and understand how valuable their participation can be for their future development.  
Future research will focus upon segmenting the axis of the model for a detailed requirements explanation and 
continuous improvement of the created application following the feedback of its implementation and the suggestions 
of its user, becoming itself a prosumer created product.  
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